INTRODUCTION
Corporate social responsibility (CSR) is nowadays gathering exceptional significance (Guadamillas-Gómez et al, 2010) . In order to create a good reputation and stakeholders' trust (McWilliams et al, 2006; Mitchell et al, 1997; Nicolau, 2008) organizations must demonstrate genuine concern and evidence of long-term enhancement of CSR. This paper deals with a project named "Re.think", which is a joint corporate social responsibility (CSR) project between the Faculty of Economics of the University of Ljubljana (FELU) and the second largest Slovenian mobile operator -Si.mobil.
The research seeks to define the factors of the CSR in Slovenia and evaluate the change in brand perception and consuming behaviour of the students at the FELU. The aim is to fill this research gap by developing the conceptual model of CSR and testing the factors that govern the foundation of CSR in Slovenia. The main research goal is to identify the effects and underlying factors that contribute to the fostering of CSR reputation. The main research question posed is weather students perceive FELU and Si.mobil as socially responsible organizations which is researched through measuring the perceptions of students at FELU. The main theses are 1) the project "Re.think" is strengthening the social responsibility awareness of the students at the FELU; 2) the employees of Si.mobil find it empowering to be able to cooperate on the CSR projects, conceptualized by the Si.mobil's Eco team; and 3) the project "Re.think" influences the behaviour of students as consumers of the Si.mobil products and services.
The main analytical methods used in the paper are theoretical narrative and gathering of the empirical data of the project "Re.think" at the FELU, analyzed through principal axis factoring, using varimax rotation on the explanatory variables with primary goal of data reduction and testing the relationship between CSR reputation and preference of ecological suppliers, such as Si.mobil through multiple regression technique. Respectively, a questionnaire was distributed among the FELU students, asking them how they perceive the activities of the "Re.think" project, performed at FELU.
The paper is structured as follows: First part of the paper presents the theoretical narrative, review of CSR in theory and practice and conceptual model of the CSR. The second part refers to the findings of qualitative research methods, such as focus group, observation, interviews with in-depth questions, secondary data analysis and to the findings of quantitative research methods, such as the principal axis factoring technique, using varimax rotation of the explanatory variables with primary goal of data reduction and multiple regression technique. Last part presents general conclusions.
REVIEW OF CORPORATE SOCIAL RESPONSIBILITY IN THEORY AND PRACTICE
The paper intends to highlight internal and external effects of the "Re.think" project and identify underlying factors that foster CSR in Slovenia; therefore theoretical constructs of CSR and job characteristics model of work motivation are presented. Almost half a century ago Milton Friedman (1962) wrote that business corporations, along with businesses in general, have only one social responsibility and that is to increase their profits. Today, organizations around the world, and their stakeholders, are becoming increasingly aware of the need for and the benefits of socially responsible behaviour. An organization's performance in relation to the society in which it operates and to its impact on the environment has become a critical part of measuring its overall performance and its ability to continue operating effectively. Globalization, greater ease of mobility and accessibility, and the availability of instant communications mean that individuals and organizations around the world are finding it easier to know about the activities of organizations in both nearby and distant locations. These factors provide the opportunity for organizations to benefit from learning new ways of doing things and solving problems. They also mean that organizations' activities are subject to increased scrutiny by a wide variety of groups and individuals. With the International Standard ISO 26000 providing guidelines for social responsibility, the public pressure on the organizations to bear their fair share of social responsibility will increase.
The term social responsibility came into widespread use in the early 1970s, although various aspects of social responsibility were the subject of action by organizations and governments as far back as the late 19th century. An early notion of social responsibility centred on philanthropic activities such as giving to charity. Subjects such as labour practices and fair operating practices emerged a century ago. Other subjects, such as human rights, the environment, countering corruption and consumer protection, were added over time, as these subjects received greater attention.
Corporate social responsibility (CSR; Blowfield and Murray, 2008; Bowen, 1953; Drašček, 2006; Kotler and Lee, 2004; Littrell and Dickson, 1999; Margolis and Walsh, 2001; Willmott, 2001 ) is regarded as »voluntary corporate commitment to exceed the explicit and implicit obligations imposed on a company by society's expectations of conventional corporate behavior« (Falck and Heblich, 2007) and has been of scientific concern in connection with profitability ever since 1970s in United States of America. The European interest in CSR is, however, a relatively recent trend (Falck and Heblich, 2007) and mostly seen as organizational competitive advantage (Lahovnik, 2004) if implemented in order with the preferences of key stakeholders (Freeman, 1984) . According to the World Bank definition (in Nicolau, 2008) CSR are company's obligations to be accountable to all of its stakeholders in all its activities. Nowadays, the Draft International Standard ISO 26000 (2009) states that to define the scope of CSR (Table 1) , identify relevant issues and to set its priorities, an organization should address the following seven core subjects: organizational governance, environment, fair operating practices, consumer issues, community development, human rights and labour practices. Literature (Hall, 2001; Margolis and Walsh, 2001; Orlitzky et al, 2003) shows that market rewards CSR activities; therefore according to previous research (Falck and Heblich, 2007) correlation between CSR and profitability is proven. In order to motivate employees to work well, jobs need to be enriched which means that employers and employees need to incorporate CSR activities into the work environment. Hackman and Oldham (1976, 255-259) propose a model that specifies the conditions under which individuals become internally motivated to perform effectively on their jobs. The model focuses on the interaction among three classes of variables: 1) the psychological states of employees that must be present for internally motivated work behavior to develop; 2) the characteristics of jobs that can create these psychological states; and 3) the attributes of individuals that determine how positively a person will respond to a complex and challenging job. The model is an attempt to extend, refine, and systematize the relationships between job characteristics and individual responses to the work. At the most general level, five main job dimensions are seen as prompting three psychological states which, in turn, lead to a number of beneficial personal and work outcomes. The three psychological states (experienced meaningfulness of the work, experienced responsibility for the outcomes of the work and knowledge of the results of the work activities) are the causal core of the model. The model postulates that an individual experiences positive affect to the extent that he learns (knowledge of results) that he personally (experienced responsibility) has performed well on a task that he cares about (experienced meaningfulness). This positive affect is reinforcing to the individual, and serves as an incentive for him to continue to try to perform well in the future (Hackman & Oldham 1976, 255-256) .
It is important that employees share the dedication to CSR that the organization is committed to. Job Characteristics Theory (Hackman and Oldham, 1976; Oldham and Hackman, 2010) states that the presence of certain characteristics of jobs increases the probability that individuals will regard the work meaningful, experience responsibility for work outcomes, and will have trustworthy knowledge of the results of their work, therefore CSR can be seen as a useful tool for work motivation.
RESEARCH DESCRIPTION AND FRAMEWORK
"Re.think" project brings together environmental values of FELU and company Si.mobil: recycle, reuse, reduce and above all rethink what you use and where you use it. It is based on the "Re.think" concept (Reduce, Reuse and Recycle), which has been widely accepted and epitomizes environmental awareness and responsibility of individuals and organizations. FELU has a long tradition in research and education as it was founded in 1946. Today, it is the largest faculty of the University of Ljubljana with around 6000 full-time and part-time undergraduate and graduate students. FELU has previously concentrated on the social component of the CSR, but has recently started also its path to the socially responsible organization in the environmental sense of the word. The first activity in this direction has been the setting up of the separate waste collection system and the second one is the "Re.think" project in cooperation with Si.mobil.
Si.mobil is the second largest Slovenian mobile operator and is a part of international telecommunication group Telekom Austria Group. Strategic partnership with the world`s leading mobile operator Vodafone enables Si.mobil's customers to experience global products and services. Its main competitor in the mobile industry in Slovenia is Mobitel that also carries out various CSR activities in the field of education (sponsoring books for Golden readers contest in elementary schools etc.), humanitarian aid (sponsoring vacation for disadvantaged children etc.) culture (main sponsor of film festival LIFFe etc.) and sports (sponsoring skiers, hockey players, chess players etc.), however so far it has not developed a holistic sustainable CSR partnership with tertiary educational institution. At the end of 2010, Si.mobil had 352 employees who worked on providing services for 605.300 users and achieved a 28,8% market share (Si.mobil, 2011) . One of the pillars of Si.mobil's operations is the realization of social responsibility, which is captured under the name "Re.think", and includes: care for the employees, care for the environment, "Si.water" fund and care for users. "Re.think" joint project between FELU and Si.mobil is, therefore, only one of many CSR projects of Si.mobil.
At Si.mobil, they are aware of the significance of responsible and environmentally friendly operation, so they have included environmental care into their long-term business strategy and business processes. Employees often craft their work (Oldham and Hackman, 2010) and in company Si.mobil the initiative for project "Re.think" came from employees themselves and the company supported the idea in the organizational setting and incorporated it into strategic practice of CSR (Falck and Heblich, 2007) . In order to involve their employees in environmental activities as much as possible, the management founded an incompany Eco team, where 15 percent of their employees are active on a voluntary basis. Si.mobil contacted FELU in 2008 and came out with the proposal to involve employees and students of the FELU in environmental activities as much as possible. The FELU is the first outside organization to have started the "Re.think" philosophy, initiated by Si.mobil. In May 2009, the Chairman of Si.mobil's Management Board, Dejan Turk, and the dean of the FELU, Dušan Mramor, signed an agreement, under which both organizations fostered the implementation of CSR activities in order to strengthen the creation of socially responsible organizational reputation. Additionally, FELU began following Si.mobil's good practice in the direction of introducing environmentally-friendly measures and the manner of motivating and raising the CSR awareness of everyone at FELU. The faculty established its own Eco team, furnished its premises with stickers and motivators, and pledged to seek opportunities to make suitable changes within their own operations.
FELU is aware of the tendency that is given to environmental issues and intertwined social responsibility. Eco team is trying to implement small but important changes at the Faculty. Specifically, Eco team activities at FELU are : 1) placement of the stickers with ecological contents in the lavatories with the intention to reduce the usage of water, paper and electricity; 2) yearly inventory of the water, paper and electricity consumption; 3) promotion of the environmentally friendly separate waste collection; 4) promotion of usage of bicycles, which are an ideal environmental transportation for short distance, like the drive to the University of Ljubljana; 5) CO2 footprint calculation for the faculty; and 6) organization of movie nights, where ecological topics are presented.
Environmental issues are being promoted by organizations, such as FELU and Si.mobil as a win-win situation of strategic philanthropy (Porter and Kramer, 2002) as both organizations seek »to do well by doing good« (Falck and Heblich, 2007) . A CSR reputation is essential to attract, retain and motivate (Oldham and Hackman, 2010) employees and to increase the value of the brand. Ninety percent of the Fortune 500 companies have evident CSR activities (Kotler and Lee, 2004) ; therefore, active involvement in responsibilities outside of the business arena has a positive effect on organization's outcome (Nicolau, 2008) . CSR can be seen as an efficient management strategy (Baron, 2003) but organizations are also in a need of efficient management of CSR which needs to focus on (1) strategic planning of activities, (2) organization, (3) leading efforts and (4) evaluation of effects which are usually long-term intended.
CONCEPTUALIZATION OF THE RESEARCH MODEL
Paper is focused on the effects of the "Re.think" project in three areas of interest, as presented in the Figure 1 , below: 1) the strengthening of the social responsibility awareness of the students at FELU, 2) brand perception and consumer behaviour of the FELU students, and 3) work motivation of the Si.mobil employees. In order to investigate the first two areas of interest -the factors that govern the foundation of social responsibility of FELU students -the questionnaires were divided among FELU students. The questions applied were those that, according to expert judgment, best describe CSR characteristics. The study tested whether students at FELU notice and are aware of the "Re.think" project and if they perceive FELU and Si.mobil as socially responsible organizations and how this perception influences their buying intention/behaviour. The effects of CSR on work motivation in Si.mobil were investigated through secondary data analysis (Si.mobil, Annual Report 2009 Si.mobil, Annual Reports Archive, 2010; Si.mobil, Social Responsibility; Si.mobil, "Re.think" Project, 2011) .
Figure 1The Conceptualization of the Research Model: Re.thinking the Corporate Social Responsibility in Slovenia
Source: Authours' own conceptualization.
RESEARCH METHODOLOGY
Qualitative and quantitative methods were used in order to triangulate the findings of the research. Through the method of observation and interviews with in-depth questions the internal effects of the project "Re.think" at FELU were explored. The internal effects of the project "Re.think" in Si.mobil were researched by secondary data analysis according to the extension of Job Characteristics Model of Work Motivation (Hackman & Oldham, 1976) with CSR component. External effects of the project "Re.think" were measured with factor analysis and multiple regression technique.
CSR was measured by interviewing 120 students at FELU in summer semester 2009/2010. The convenience sampling was used for this purpose as, this being the first research on CSR in collaboration with profit company Si.mobil and Slovenian higher educational institution. Students were anonymously interviewed using paper questionnaires. The questionnaires took about 5 minutes to complete. This is significant since longer questionnaires may be less reliable due to responded fatigue (Malhotra, 2010) . The questionnaire consisted of 21 variables, describing interviewees' attitude towards social responsibility. The five point Likert scale was used to characterize the level of agreement, ranging from: (1) disagree strongly, (2) disagree, (3) neutral, (4) agree, and (5) agree strongly. A total sum of 120 questionnaires were completed and returned immediately during the class. This represented a basis for factor analysis, where as a rough guideline there should be at least four to five times as many observations as there are variables (Neal, 2010) .
Data were analyzed using the Statistical Package for the Social Sciences (SPSS 18.0). An alpha level of 0,05 was used as margin of statistical significance (Malhotra, 2010) . The factor analysis using the Principal Axis Factoring method and varimax rotation was employed to extract social responsibility factors. Extracted factors were then employed in the multiple regression analysis that is a statistical technique, used to analyze the relationship between a single dependent (criterion) variable and several independent (predictor) variables. Common factor analysis (Neal, 2010 ) is the technique, where the factors are estimated based only on the common variance. Communalities are inserted in the diagonal of the correlation matrix. Factor analysis is a generic term for a family of statistical techniques concerned with the reduction of a set of observable variables in terms of a small number of latent factors. The principal axis factoring method is appropriate when the primary concern is to identify the underlying dimensions and the common variance is of interest (Malhotra, 2010 ). An examination of the correlation matrix indicates that a considerable number of correlations exceeded 0.30, and thus the matrix is suitable for factoring (Figure 2 ).
Figure 2 Correlation Matrix

QUANTITATIVE DATA ANALYSIS
For testing the appropriateness of the factor model Bartlett's Test of Sphericity ( χ 2 test) was used to test the null hypothesis that the variables are uncorrelated in the population. The observed significance level is .0000 (Neal, 2010) . In the study, the null hypothesis, that the population matrix is an identity test, is rejected by Bartlett's Test of Sphericity. The approximate chi-square is 929,731 with 210 degrees of freedom, which is significant at 0.05 level (Figure 3) . It is concluded that the strength of the relationship among variables is strong. The applicability of factor analysis was tested also using Kaiser-MeyerOlkin Measure of Sampling Adequacy (KMO measure). The KMO measures the sampling adequacy which should be greater than 0.5 for a satisfactory factor analysis to proceed (Neal, 2010) . In the study the value of KMO statistic (0,795) is also large (>0.5). Thus, factor analysis may be considered for analyzing the correlation matrix. In order to assess the reliability of compound scales (the extracted factors) the Cronbach Alpha Coefficient was calculated for all factors (Figure 4) . The reliability coefficient α of 0,7 or higher is considered acceptable in most social science research situations (Malhotra, 2010) . As indicated the results of analysis are satisfactory, where factors have common Cronbach Alpha value 0,850. These results indicate that the extracted factors appropriately characterize the dimensionality of the data. For the purpose of interpretation of results, each factor was composed of variables that loaded 0.30 or higher on the factor. The total variance explained statistics ( Figure 5 ) displays the initial eigenvalues, extraction sums of squared loadings, and varimax rotation sums of squared loadings. The seven factors explained 53,666 percent of the total variance. According to eigenvalues rule ("greater-than-one rule", Neal, 2010) and scree plot (Figure 6 ) seven factors were extracted and labeled as: 1) FELU's social responsibility (best explaining six variables); 2) preference of ecologically responsible supplier (best explaining three variables); 3) Si.mobil's social responsibility (best explaining three variables); 4) individual proactivity towards social responsibility (best explaining five variables); 5) public awareness (best explaining two variables); 6) daily ecological action (strong variable forming its own factor); 7) All-Slovenian cleaning initiative (strong variable forming its own factor); (Figure 5 ).
Figure 5Total Variance Explained Statistics
The rotated factor matrix contains the rotated factor loadings, which are the correlations between the variable and the factor. From output of our study it is seen that rotated solutions resulted in extraction of seven distinct factors, as they are explained ( Figure  6 and Figure 7 ).
Figure 6 Scree Plot
Figure 7 Rotated Factor Matrix
After conducting factor analysis, multiple regression technique was implemented by extracting seven factors: 1) FELU's social responsibility; 2) preference of ecologically responsible supplier; 3) Si.mobil's social responsibility; 4) individual proactivity towards social responsibility;5) public awareness; 6) daily ecological action; 7) All-Slovenian cleaning initiative. The focus was on researching how factors 1, 3, 4, 5, 6, and 7 (explanatory variables) influence factor 2 (preference of ecologically responsible supplier; dependent variable), by testing the research thesis: There is a positive relationship between attitude towards social responsibility of respondents and actual buying intention/behaviour of an ecological supplier. Number of observations 120 *** indicates significance at 99% level; ** indicates significance at 95% level; * indicates significance at 90% level Statistical power was estimated through the programme GPower 3.0.10 and is 1. It is at the maximum level. Since the interviewer-analyist of the data was present at the gathering of the data in class, all the necessary instructions were given in order to avoid missing data. Due to the higher R2 adjusted in the Model 2, the model 2 was used. (without Factor 7: All Slovenian cleaning initiative). Standardized β reports the effect of the independent variable on the dependent variable: Factor 3 -Si.mobil's social responsibility influences on the preference of ecological responsible supplier the most with the value β=0.329. The second biggest influence on the dependent variable is of the Factor 1 -FELU's social responsibility with the value β=0.237.
DISCUSSION
The main findings of the analysis of the Slovene consumers' attitude and behaviour regarding CSR (Prešern 2009, 67) support the thesis that the brand perception and consumer behaviour of the Slovene consumers are positively correlated with the CSR activities of the organizations and that Si.mobil is on the right track with its CSR orientation which we have also confirmed for FELU's social responsibility activities. Research has shown that students respond positively to socially responsible activities which were demonstrated by clear extraction of factors and multiple regression analysis. Our research has demonstrated that students at FELU prefer services and products from socially responsible suppliers, such as Si.mobil (Table 3) . Multiple regression technique was used in order to test the relationship between buying intention (dependent metric variable) and attitude towards social responsibility (independent metric variables). Practical significance of the results is in the stated influence between attitude towards social responsibility and buying intentions of ecologically responsible supplier. Therefore, it is stated that ecologically responsible suppliers can target in their marketing efforts people who are inclined toward socially responsible campaigns. It can also be concluded that advertising at ecological institutions (such as FELU is perceived by the students) and events is beneficial for ecological suppliers. Company Si.mobil is by taking care of wider environment in collaboration with employees and students at FELU also taking care for future business as socially responsible people prefer buying from ecologically responsible suplier(s). In order to understand the full range of the project "Re.think" impact besides raising awareness of FELU students for socially responsible activities investigation into social responsibility as the promoter of work motivation at Si.mobil has been done. Individuals of the Eco team experience positive effect, which is reinforcing to them, and serves as an incentive for them to continue to try to perform well in the future (Hackman & Oldham 1976, 255-256; Kruhar, 2010; Waring and Lewer, 2004) . The collaborative CSR partnership has two main strategic benefits: 1) Incorporation of CSR into education at FELU and everyday practice of staff and students is valuable in strengthening their multiple intelligences (Chen & Gardner, 2009 ): logical-mathematical; musical; bodily-kinesthetic; linguistic; spatial; interpersonal; intrapersonal; naturalist; and existential intelligence (Gardner, 2006) as the members of the Eco team are free to demonstrate their social responsibility in any way they see appropriate. Theory of multiple intelligences (Gardner, 1983) states that human beings possess many potentials that an educational institution, such as FELU needs to nurture as its main social responsibility towards its stakeholders. Project "Re.think" evokes and employs multiple intelligences of students and employees at the activities that are important to them and society as a whole. They can organize music nights, concerts, workshops, leaflets or hold seminars on CSR themes in collaboration with the leadership of FELU and Si.mobil. Strengthening the multiple intelligences is not the final goal, however using these intelligences (Chen & Gardner, 2009 ) for a socially desirable outcome, is. 2) Si.mobil benefits from CSR reputation in educational and business environment and by gaining the marketing position at FELU.
Our analysis confirmed that FELU and Si.mobil are perceived as socially responsible organizations through clear extraction of factors. Therefore, four perspectives can be gathered, as follows: 1) conceptual perspective of social responsibility (concept of ecology and corporate social responsibility is worth investing in as it has impact on employee work satisfaction and customer loyalty); 2) individual perspective of social responsibility (students were shown to be capable of proactive actions and producing actions that encourage social responsibility); 3) institutional perspective of social responsibility (both Si.mobil and FELU are perceived by students as socially responsible institutions); 4) state perspective of social responsibility (elements of ecology and social responsibility are widely appreciated and should therefore be incorporated in state's politics agenda).
CONCLUSION
In order to create a CSR reputation and stakeholders' trust (Nicolau, 2008 ) organizations must demonstrate genuine concern and evidence of long-term enhancement of CSR and also inform the stakeholders about social influence of their every day's operations on environment which project "Re.think" has implemented in the shape of encouraging social responsibility of students at FELU. Eco-directed student-employee team projects, such as "Re.think" offer different educational experiences and possibilities to learn from business community, promote mutual understanding and transfer of knowledge through experiential learning (Krbec and Currie, 2010) by designing the educational environment according to the theory of multiple intelligences (Gardner, 2006) and building personalities of students by promoting their different interests and potentials, therefore, incorporating social responsibility in the everyday educational activities at FELU.
All of the three theses of research have proven to be positively correlated with the activities of the "Re.think" project. In general, our research shows valuable, positive and educational effects of implementation of CSR activities for all partners in the joint project: FELU as academic institution, company Si.mobil, students as consumers and/or future employees, investors, and wider community. The "Re.think" project does not only strengthen CSR reputation of both organizations and foster social responsibility awareness of the students at FELU, but also influences students' behaviour as potential consumers of the Si.mobil products and services. The employees of Si.mobil at the same time find it empowering to be able to cooperate on the CSR projects, conceptualized by the Si.mobil's Eco team. It can, therefore, be concluded that Si.mobil's business success of the past few years is in great part based on the recently started CSR activities, including the "Re.think" project. Contrary to the belief of Milton Friedman, research results in this paper show that investments in CSR do pay off in the long run and are, therefore, a reasonable investment into the long-term existence of organizations in general.
The limitation of our study is that the data was only focused on project "Re.think" and limited to a total sum of 120 surveys. Another limitation has to be stressed here, long-term issues must be taken into future research consideration (Indihar-Štemberger et al, 2009 ); therefore, analysis of the effects of the "Re.think" project at the FELU and Si.mobil needs to be repeated over time.
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